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Abstract —The objective of this research is to determine 
the effect of using IT applications for e-marketing in 
social virtual worlds on real products sales by focusing 
on electronic companies. The findings of this research 
suggests that marketers have to use specialized IT 
applications for e-marketing in social virtual worlds, 
which can improve the interaction with virtual products, 
and this can lead to an increase in the real product 
sales. 
Research purpose —To identify the benefits the 
electronic companies will gain by using IT applications 
for e-marketing in social virtual worlds. 
Research question —How using IT applications for e-
marketing in social virtual worlds can help in increasing 
electronic companies real product sales? 
Methodology — This research is using survey research 
method and the data are collected through 
questionnaire submitted to a random e-marketing 
department staffs from random electronic companies.  
Keywords-component: Virtual worlds, second life, IT 
applications, e-marketing, electronic companies 
 
I.  VIRTUAL WORLDS 
The term “virtual world” describes the electronic 
virtual environment which visually mimics the physical 
spaces which allow people to interact with virtual 
objects and virtual actors [1]. Virtual worlds are mainly 
designed for social interaction without keeping any 
points or scores like the virtual gaming environment. 
The virtual worlds are considered as virtual 
environments which allow avatars or users for social 
interaction; example of these worlds is second life (SL). 
“In virtual environment individuals can socialize, play 
games, form affiliation to group, teach/learn, and 
shop/sell” [2] 
 
 
 
 
 
 
 
 
• A CATEGORIZATION OF VIRTUAL WORLDS 
 
 “A Categorization of virtual worlds” 
[Redesign from the source: Exploring virtual worlds: 
success factors in virtual world marketing, 2009} 
II. SECOND LIFE (SL) VIRTUAL WORLD 
 The most known social virtual world is second life 
(SL); SL is a virtual environment based Social 
Networking Site (SNS), which has grown rapidly from 2 
million users in January 2006 to more than 18 million 
users in January 2010. Some 1.3 million of these users 
use the official software and logged-in to SL in March 
2007, and the number of users in these worlds 
increased by 46 percent by 2007. In addition to being 
an entertainment medium for multiplayer online gaming 
and social networking, SL is a bustling forum for online 
shopping and e-commerce [3]. 
III. THE IMPORTANCE OF SOCIAL VIRTUAL WORLDS 
The virtual worlds and the growing use of it 
worldwide transform these worlds and environments to 
be a very important media for both marketing and 
business, but most people and firms still do not know 
the influences of participating and using these worlds 
[4]. It is estimated that the users of virtual worlds will 
reach 50 million users by 2011[5]. 
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The estimated number of hours spent by adults in 
virtual environments such as SL and World of Warcraft 
(WOW) is twenty-two hours per week, while some 
predicted that after five years virtual worlds will become 
as important to companies as the web nowadays [6]. It 
is also expected that 80% of the internet users will 
have  virtual characters in one of the virtual 
communities by 2011, and it will reach more than one 
billion by 2017 [7]. 
 
 
 “Virtual World Revenues” 
[Redesign from the Source: Virtual Goods: Good for 
business, 2010] 
 
The previous graph [8] is showing that the virtual world 
revenue from consumer (B2C) has reached $2.02 
billion in 2010 and it is expected to reach $7.29 billion 
in 2013. 
IV. BENEFITS OF USING IT APPLICATIONS FOR E-
MARKETING IN SOCIAL VIRTUAL WORLDS 
Nowadays the technology has shifted from the text-
based interaction into the 3-D environment, which 
helps customers to gain a better and comprehensive 
experience. From customers and firms point of view, 
the virtual experience has both direct and indirect 
experiences. 
 
The aim of building a perfect web marketing strategy is 
to increase the total number of sales, which leads to an 
increase in revenue and profit of the electronic 
companies [9]. E-marketing in social virtual worlds can 
be used to predict the long term and short term market 
preferences, market trends, and testing the impression 
of customers about some product before it becomes 
available in reality. “To be aware of others, we need to 
be around them. However, in the virtual world 
environment, we can change the definition of “being 
there.” In the past, being “together” meant showing up 
physically, costing time, money and effort to get to 
places to meet people, conduct transactions and see 
performance. Now, in the age of social networking, e-
commerce and video streaming, we can do all that 
online” [10]. 
 
The widespread use of the internet offers companies 
an opportunity for better marketing of their goods and 
services, and to reach much more customers than ever 
before. The various ways of reaching these customers 
allow the companies to develop their customer loyalty 
by delivering quality, price competitiveness, 
convenience, and the right products and services. 
Regardless whether the organization is going to move 
to e-marketing or is already an e-marketer, it will need 
to develop the e-marketing plan and IT applications 
needed for this plan. Then implement this plan, and to 
be accountable for the actual result and utilize metrics 
that can help propel the organization towards 
successful e-business. 
V. E-MARKETING STRATEGIES AND PLANS 
Researchers suggest the use of marketing 4Ps 
(product, price, place, and promotion) model which can 
help in establishing the conceptual platform for e-
commerce marketing planning, and some 
transformation and modification can be applied in order 
to adapt this model to the digital market place. The 
web-marketing mix model is considered as the basis 
for the web strategic and marketing planning, 
especially intended for Business-to-Customer (B2C) 
segment. “The web-marketing mix identifies four online 
marketing strategies, operational, organizational and 
technical critical factors: the scope (strategic issues), 
the site (operational issues), the synergy (integration 
into the physical processes) and the system (technical 
issues)” [11]. 
VI. SUCCESS FACTORS OF E-MARKETING IN SOCIAL 
VIRTUAL WORLDS 
It is very important for companies which are providing 
e-marketing in social virtual worlds to identify their 
market domain, potential, segmentation, profiles of 
potential customers and the online strategies of 
competitors. The way of applying marketing mix 
(product, price, place, and promotion) in social virtual 
worlds is also a very important aspect in the success of 
e-marketing in social virtual worlds. 
 
The web marketing analysis is considered a very 
challenging task due to the global characteristics of the 
internet, the huge users’ numbers, the fast growing 
online business, and the changing demographics of the 
online population. By analyzing the web market this 
can open new opportunities, provide a clear picture of 
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the market, competitive situations and future trends. 
 
Advertising has to be provided everywhere in social 
virtual worlds, providing links to external resources 
such as company website, Facebook, twitter, etc. 
providing optimized IT applications which can collect 
the customer data and facilitate sending of 
advertisements and e-mails by the companies of their 
news and promotions[12].  Security and privacy has to 
be provided to the customers and users who are using 
e-marking IT applications in social virtual worlds. 
 
Using the techniques of e-marketing can help the 
organizations, professional service marketers and their 
firms to manage the company knowledge effectively  to 
save money and time, minimize the amount of non-
useful work in the marketing effort and maximize the 
innovative work. There is also a need for higher level 
skills which is required to focus on effective messages 
and marketing strategies which is targeted to meet 
organization goals and objectives, which lead not only 
to improvement of organization bottom line 
management but also increases marketing value to the 
organization by marketing staff beyond “proposal 
writers” to valuable strategic assets[13]. 
“Success Factors for Virtual World Marketing”  
[Redesign from the source: Exploring Virtual Worlds: 
Success Factors in Virtual World Marketing, 2009] 
 
This graph  discusses about three factors which needs 
more attention to guarantee the success of virtual world 
marketing, which are creation of value for customers by 
focusing on the customer needs and requirements, 
highly interactive applications by developing and using 
IT applications for e-marketing and providing 
integration between different software, and community 
management by collecting feedback and suggestion for 
different sources such as customers, users, 
employees, experts, and developers. Integration with 
some web analytical tools (such as Google analytics, 
Alexa web analytics, etc.) have to be provided to 
analyze the effect of using IT applications for e-
marketing in social virtual worlds. These three factors 
are differing in importance according to the nature of 
the virtual world used. By focusing on these three 
factors and giving them more attention this will lead to 
the success of the e-marketing process by bearing in 
mind that the importance of these factors changes from 
virtual world to another according to the nature of each 
one of them [14]. 
VII. SUGGESTIONS AND RECOMMENDATIONS 
After analyzing the data collected from the 
questionnaire submitted to e-marketing department 
staffs the following suggestions and recommendations 
are obtained. 
1- Electronic companies which seek for e-
marketing in social virtual worlds have to cope 
with the international trends and strong 
competition to keep its position in the markets. 
Analysis that has been done to the selected 
sample companies showed that 88.6% of the 
electronic companies think that there is a need 
to use IT application for e-marketing in social 
virtual worlds, while the electronic companies 
which already use IT applications for e-
marketing in social virtual worlds is only 13.63 
%, which shows a huge gap between 
electronic companies which think that there is 
a need to use IT application for e-marketing in 
social virtual worlds and the electronic 
companies which already use it. 
 
2- Giving more attention to the motivation factors 
for applying IT application for e-marketing in 
social virtual worlds, such as: 
 
• Developing a specialized IT applications and 
software for providing interactive environment 
for e-marketing in social virtual worlds. 
• Providing clear frameworks to guide the way of 
applying IT applications for e-marketing in 
social virtual worlds. 
• Provide a clear data analysis of gender, age, 
education, interest, etc. of the users of social 
virtual worlds. 
• Providing the integration between the different 
software that can be used for this type of e-
marketing (for example: the ability to integrate 
Autodesk 3ds Max, Adobe Photoshop, Adobe 
Flash, etc. with each other). 
• Existence of suitable infrastructure (High 
speed internet, suitable database by using MS 
Microsoft SQL Server or/and MySQL or/and 
Oracle Database) needed for this type of e-
marketing in social virtual worlds. 
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3- Overcome the problems of applying IT 
applications for e-marketing in social virtual 
worlds through: 
• Improving the human resource skills that can 
help in using IT applications for e-marketing in 
social virtual worlds (such as 3D-Max, Adobe 
flash player, Adobe Photoshop) that can help 
in providing interactive e-marketing in social 
virtual worlds. 
• Make the management believe in the 
importance of using IT applications for e-
marketing in social virtual worlds (by providing 
them with a case study for companies which 
are successful in increasing their sales by 
using IT applications for e-marketing in social 
virtual worlds such as DELL and NOKIA). 
• Providing security and privacy solutions by 
using some advanced firewall and security 
software (such as ISA Server 2006 or/and 
TMG 2010 or/and Kaspersky Anti-Virus or/and 
Avast Anti-Virus) that can protect the user 
information and data from any hacking or 
threat to them. 
• Allowing integrating with some web analytical 
tools such as Google analytics and Go-Daddy 
website analytics to provide data about the 
number of users and the bandwidth used in 
this type of e-marketing in social virtual world 
so improvement can be achieved. 
 
4- The companies have to keep in touch with 
customers through advertising programs to 
determine and clarify the advantages of using 
IT applications for e-marketing in social virtual 
worlds for customer and company as well and 
encourage them to use these IT applications. 
 
5- Continuous improvement to the IT applications 
used through collecting feedback and 
suggestion from customers, users, employees, 
experts, and developers. 
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